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Abstract

In the contemporary communication landscape, where visual content plays a dominant role,
the effectiveness of PR campaigns largely depends on the proper use of visual language.
Despite this, empirical research on the impact of visual PR within the Georgian context is
limited. This Master's thesis aims to fill this gap by investigating the influence of visual
language used in Georgian Public Relations (PR) campaigns on public behavior and
emotional responses. The study aimed to identify how Georgian consumers perceive and
react to visual PR messages, and how these reactions relate to existing theoretical

frameworks.

The research was conducted using a mixed-methods approach, combining quantitative and
qualitative methodologies. Quantitative data were analyzed using descriptive statistics
(frequencies, percentages, mean values), while open-ended questions were analyzed using

Reflexive Thematic Analysis (Braun & Clarke, 2022).



The main findings revealed that social media (particularly Facebook and Instagram) are the
primary channels for perceiving PR visuals. The majority of respondents recall visually
impactful campaigns, especially due to emotional photography and vivid color palettes. It
was found that PR visuals often evoke emotional responses (empathy, motivation, pride),
which frequently translate into specific behavioral reactions, such as content sharing or
contacting organizations. The thematic analysis highlighted the importance of culturally
congruent visuals and the influence of professional design on trust. The study's results fully
align with the principles of Social-Cognitive Theory (Bandura, 2001), the Elaboration
Likelihood Model (Petty & Cacioppo, 1986), and Semiotic Analysis (Barthes, 1977).

This thesis makes a significant contribution to both Georgian and international literature on
visual PR and its impact, offering practical guidelines for PR specialists to create more
effective and targeted visual campaigns. Limitations of the study include a non-

representative sample and the absence of detailed demographic data analysis.

Keywords: PR campaigns, visual communication, public behavior, emotional responses,

social media, Georgia.



